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looking for the ‘‘expert’’ from different walks of life, 
the professions, business, organized labor, and the 
other ‘‘movements’’ so prevalent in today’s news. 

Direct mail outreach circularizing the ‘‘professional 
media interviewers’? with the background of the 
spokesperson’s organization, the issues the spokes- 
persons are willing to address and information about 
the interviewee, these are vital. Reply post cards to 
facilitate indications of interest, times of day, names 
of programs, can help make the direct mail effort 
productive. However, follow-up telephone calls, to 
turn the ‘“‘indication of interest’? into interview 
opportunities, are the key. 

Spokesperson Programs Work 

The American Dental Association has long invested 
in professional spokesperson training for its member- 
ship. State and local Societies are offered training 
programs in their area. The American Dental Associa- 
tion has organized training ‘‘circuit riders’? complete 
with video tape playback, role-playing interview 
simulations, and manuals of tips and tactics. Once 
trained, another team swings into action in behalf of 
the ADA to arrange the media interviews. In 1977, 
more than 300 dentists were interviewed on radio and 
television stations dlone across the country. Some 500 
media exposures were recorded as a result of these 
interviews. Many of the shows were taped and played 
more than once on the same station. 

Media placement, the ultimate payoff of spokes- 
person training, can be arranged in big cities as well 
as small ones. Besides electronic outlets, excellent 
opportunities exist with newspapers and magazines. 
Natural exposure extensions are speech opportunities 
before public forums. Service clubs, PTA’s, special 
interest groups themselves, religious organizations, 
senior citizen groups, and a variety of others exist in 
abundance across the country. 


James B. Strenski, APR 


There is nothing quite as effective as person-to- 


‘person communications. The size of our population, 


the number of issues being expounded make it 
virtually impossible to blanket the nation on a one-on- 
one basis. However, a one-to-group approach can be 
feasible through media placements and the public 
podium. The key is training your constituency to tell 
its story and then put them to work regularly and 
geographically, market by target market. 0 
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